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Abstract
The channels for distributing advertisements have expanded with the development of
multi-channel broadcasting and broadband Internet. Consequently, it has become in-
creasingly important for firms to select the best appropriate media for advertisement. On
the other hand, the so-called cross media advertisements whereby firms use a few chan-
nels to advertise the same products and services have penetrated the industry.
This study examined whether or not firms select media for their advertisements and
how they utilize cross media advertisements, based on advertisements that appeared in
newspapers and on terrestrial television on July 22, 2008.The results found that firms se-
lected television or newspaper advertising, according to their commodities and services.
The use of television commercials that have links with an advertiser’s website differed
among industries, while such differences were not found in advertisements of news-
papers.
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